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PENGARUH BRAND IMAGE  INNISFREE INDONESIA  
TERHADAP NIAT BELI PELANGGAN 
(SURVEI PADA FOLLOWERS  INSTAGRAM INNISFREE INDONESIA) 
 
ABSTRAK 
Oleh: Lia Latifah Zulkifli 
 
Persaingan dalam industri kosmetik di Indonesia semakin menunjukkan 
peningkatannya salah satunya ialah ditandai dengan masuknya berbagai merek 
kosmetik impor. Kosmetik impor menunjukkan perkembangannya di Indonesia 
dari tahun ke tahun. Di Indonesia sendiri kosmetik impor dari Korea Selatan sangat 
diminati oleh para pecinta kosmetik, khususnya para wanita. Salah satu merek 
kosmetik asal Korea Selatan yang menunjukkan perkembangannya di Indonesia 
ialah Innisfree. Masuk ke Indonesia pada tahun 2017 hingga saat ini Innisfree telah 
membuka beberapa cabangnya di Indonesia. Semakin banyaknya pemasar di 
pasaran maka sebuah brand haruslah menciptakan Brand Image yang baik di mata 
konsumen. Brand Image memiliki tiga dimensi: Brand Strength, Brand 
Favorability dan Brand Uniqueness. Dalam penelitian ini peneliti ingin mengetahui 
apakah ada pengaruh antara Brand Image Innisfree Indonesia terhadap Niat Beli 
Pelanggan dan seberapa besar pengaruhnya. Dengan jenis penelitian kuantitatif 
dengan menggunakan metode survei yaitu menggunakan kuesioner untuk 
mengumpulkan data. Sampel dalam penelitian ini ialah 393 akun followers 
Instagram Innisfree Indonesia. Responden dipilih dengan teknik sampling yaitu 
purposive sampling. Dari hasil penelitian didapatkan hubungan yang positif antara 
Brand Image Innisfree Indonesia dengan Niat Beli yaitu Brand Image memberikan 
pengaruh sebesar 64,4% terhadap Niat Beli. 
Kata Kunci: Industri Kosmetik di Indonesia, Kosmetik Impor, Innisfree, Brand 
Image, dan Niat Beli. 
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THE INFLUENCE OF INNISFREE INDONESIA’S  BRAND IMAGE  
TOWARDS PURCHASE INTENTION 
 (SURVEY ON FOLLOWERS OF INNISFREE INDONESIA  
OFFICIAL INSTAGRAM) 
 
ABSTRACK 
By: Lia Latifah Zulkifli 
 
Competition in cosmetic industries in Indonesia increasingly showing 
improvement, one of which is marked by the entry of various imported cosmetic 
brands. Imported cosmetics show its development in Indonesia from year to year. 
In Indonesia imported cosmetics from South Korea are in great demand by 
cosmetics lovers, especially women. One cosmetic brand from South Korea that 
shows its development in Indonesia is Innisfree. Enter Indonesia market in 2017 
until now Innisfree has opened several branches in Indonesia. The more marketers 
on the market, a brand must create a good brand image in the eyes of consumers. 
Brand Image has three dimensions: Brand Strength, Brand Favourability and 
Brand Uniqueness. In this study, researchers want to find out whether there is an 
influence between Innisfree Indonesia's Brand Image on Customer Purchase 
Intention and how much the influence. With quantitative research by using a survey 
method that is using a questionnaire to collect data. The sample in this study are 
393 Innisfree Indonesia's Instagram followers accounts. Respondents were selected 
by sampling technique that is purposive sampling. As the results of this study, found 
a positive relationship between Innisfree Indonesia's Brand Image with Purchase 
Intention, that is, Brand Image had an effect of 64,4% on Purchase Intention. 
Key Words: Cosmetics Industry in Indonesia, Imported Cosmetics, Innisfree, Brand 
Image, and Purchase Intention. 
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